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DM Does Double Duty for Tobacco Cos. 


Campaigns reach out to consumers circumventing restrictions 


By Kan LJab—1 ifcd 

NEW YORK—Direct marketing has helped 
the tobacco industry survive and even thrive 
in an increasingly hostile business environment. 
Because of the relative lack of regulation, com¬ 
panies like Philip Morris Inc. and R..J, 
ReynoIds/Nabisco have been able to run loy¬ 
alty campaigns appealing to customers' hob¬ 
bies and interests. 

At a glance* 1994 appeam to have been a 
bad year for the toba cc o industry. But while 
Florkia’s sickest smokers hied class action suits 
against the industry and a lawsuit in Califo rnia 
challenged Joe Camel ads, tobacco companies 
w«e conducting their direct marketing cam¬ 
paigns virtually unchallenged. 

Ac year's end, Philip Morris concluded 
Marlboro Country Store promotion which* in 
conjunction with its Marlboro Adventure Tbam 
campaign, represents "the largest consumer 
promotion ever launched by a packaged goods 
company" said Karen Dafagan, a spokesper¬ 
son for the firm. 

The program — which combined a contest 
offering a trip to “Marlboro Country” in the 
West along with various merchandise — yield¬ 
ed more, than 10-million responses from smok¬ 
ers around the country. 

As Philip Morris 1 database gathered new 
names, its market share rose to 2S.S percent 
in the third quarter lose year, up from 25.7 per¬ 
cent in the third quarter of 1993, according to 
Jack Maxwell, a tobacco industry analyst for 
Wheat First Securities in Richmond, VA- 

Thc Marlboro campaign, which began with 
print and m-store promotions and was expand¬ 
ed to include exhibits at state fairs, was rivaled 
by R.J. Reynold*' direct marketing efforts, 
Reynolds scored big with Camel Cash, wjw in 
Its sixth m ailing cycle. Tne company *l*o estab¬ 
lished two programs for the Winston brand* 
including Winston Winners Club, a combina¬ 
tion sweepstakes and merchandise program 
lied to major sporting evro to, and the Winston 
Cup, an autoroctale race. Reynolds' other lead¬ 
ing brands have their own pro grama. Including 
Salem Most Preferred, Vantage Inner Circle 
and Doral az Co. 

Reynolds, which amasses customer infof- 



Ow tfiraet marfcttim; contest sent winners 
to'Meriboro Country* 


nation by enclosing customer surveys ins da 
packs and cartons Ot cigarettes u well in direct 
mail packages, asks customers for their first 
and second brand choices and promotes to 
them accordingly Smokers of heavy, fuller-fla¬ 
vor brands are likely to receive different pack¬ 
ages than smokers of different brand*, sad 
may also receive different premiums, accord¬ 
ing to th* company. 

While the direct marketing programs of 
America's leading tobacco giants dominate 
the U.S. market, British American Tobacco 
has launched similar campaign* overseas. Kobs 
& Draft/Chicago had helped prepare conti¬ 
nuity chib pro gram i for BAP* S5S and Lucky 
Strike brand* in China, Tkiwin, Korea and 
Spain, oaid agency epokeswoman Lu Wilcox. 

There direct marketing program* serve 
double duty for tobacco companies, enabling 
them to circumvent often stiff modi*, rectrictiacu 
while reaching out to consumer* personally. 
Bonnie Cat Ison, president and chief executive 
officer at Coman, a Connecticut promotion 
agency pointed in the ‘'ubiquitous" nature of 
the Marlboro promotion and quipped about 
seeing New York City sanitation workers sift- 


UHF Magazine Pofybagged to Sister 
Magazine in Sub-Building Launch 


ByBdflN^pn 

SANTA MONICA^ CA — Sonic OpooM Nel- 
wort is polybagging copies of it* new alterna¬ 
tive fashion magazine UHF with 5.SCO sub¬ 
scriber copies of the Januaiy-Ribruary ififtic <rf 
Option. 

The third sane of UHF dated spring 1595, 
will be the first with a newsstand circulation, 
expected to be about 10,000, gaid. Scott Beck, 
cr, publisher. 

UHF first appeared as a 36-page supple¬ 
ment to Option — an alternative music mag. 
ezine geared to Generation X-ers — in May 
1594, with a second 52-page insert appear¬ 
ing in September. “It was a quick and dirty 
way to get 30,000 copies out there,” joked 
Becker. 

Blow-in cards and print ads within UHF 
and Option are being used to entice poten¬ 
tial subscribers, with an eficr of Six issues tor 
S12. said Becker. Direct response ads for 
UHF T-shirts are also included in the spring 
issue. 

Becker said the company chose sample 
copies instead of traditional direct mail as the 
initial promotional vehicle because quality 
mailing lists for iris alternative music-fashion 
niches are hard to find. 

“I do want to do direct mail.” he said. 
“But other alternative music magazines don't 


necessarily want to rent their lists, Soma of 
the record companies that advertise with ux 
have lists hut they’re usually not wcUmiin- 
tained,” 

In addition to the potybagged copies going 
to BubtfOriban of Option—- a bimonthly snag. 
. r i r . devoted to non-tnainitream music — 
about 7,000 copies will bo distributed at vari¬ 
ous apparel trad* Stows, while another 20,000 
will be given away through clothing retailers 
such as Urban Outfitters. Complimentary 
copies will also be Bent CO about 1,000 fashion 
industry profcntenala, such as small spear,! 
manufacturers. 

Option’* readers are mostly males in their 
20s and 30s, said Becker, who expects UHF 
to appeal to a more ferasln and younger (age 
18-29) demographic. “How many male readers 
we get will be interesting to *he said, not¬ 
ing that young, nan-main stream fashion is 
becnmmg mere “bi-gersdec" 

Option debuted in 19&S and currently aver¬ 
ages 148 pages per issue. Circulation is cur¬ 
rently 27000, with 5.500 subscribers and 1,500 
music industry comp copies. 

The current ls*LW Of UHF is 66 page, long, 
(<T learned a hard lessen," Becker noted. 
"Blow-in cards stay in thicker magazines bet¬ 
tor than 6S-pag» one*.”) 

UHF is quarterly hut Becker expects it to 
appear bi-monthly in 1595. ■ 


mg through trash for proof-of-purehnse seals 
redeemable for Marlboro merchandise. 

the firm fof IIS ynmiial mar- 
leering approach. "Since they're not in tradi¬ 
tional media, thayra more creative,” she 
explained “They eon'i uae TV and radio, so 
they'll vie print, direct mail and a combina¬ 
tion erf media representing as many different 
vantage points os possible. They’re very invec¬ 
tive. 11 

Bill Brcnvn, prerident cf Megjjig Brown, 
the New York agency that has handled trie 
Camel ocoounczdnce 1991, agreed that the tobac¬ 
co industry "has mastered the an of reaching 
consumer* In unorthodox ways." MezzJna 
Brown’s campaign tor Camel extends across 
virtually every permissible media — from 
national print and direct mail to local events 
promotions, such as the Sturgis Bike Rally, a 
motorcycle race. "There 1 * no limit to what you 
can use a* a medium If you have the ingenuity 
and desire to reach consumers,'' he said. 

Brc^n alsc> noted that direct marketing has 
allowed tobacco companies to build a “one- 
to-one relationship" with consumers and “more 
ek»cly track the sales conversion process on 
on individual bs&a while keeping media dollars 
accountable." 

The industry’s use of direct marketing was 
virtually unrescncted until Uxz Msy. when Philip 
Morris was found 10 haw violated the Ado¬ 
lescent Tobacco Use prevention Act, a New 
York State law passed in 1992 to prevent the 
mailing of free cigarettes. The company, which 
had sent free packs of Marlboro ro 44.000 
respondents, agreed to pay a $250,000 fine. But 
the New York law ana others like it in Min¬ 
nesota. Utah and Michigan have not imped¬ 
ed tobacco promotions, since the companies 
can mail free cigarette coupe*!* instead of actu¬ 
al sample*. R.J. Reynolds mails a variety of 
premium coupons, recording to DeidlC Whitt, 
a company spokesperson, including those for 
fra* cartons, trial packs, dollars off, cents off 
and buy-some-got-aome-free. 

As attacks on thn industry proliferated after 
the New York decision, the com pinks respond¬ 
ed with their standard argument, that all par¬ 
ticipants in their prog rams are certified smok¬ 
ers, 21 or older. When this argument was first 
employed irt the early 1990* it was praised as 
“politically correct” by industry analysts- But 
today, tome groups balipve the industry regu¬ 
larly violates ha policy as it reaches out to new 
consumer*. “When the Marlboro Adventure 
Ttam van pulls up, thay hardly 1 care who fills 
out the forms,” said Joe Marx, an official with 
th* Coahrioo on Smoking and Health- • Wuh- 
ifljtoe, D.C. advotAcy group that is petitioning 
the Fbod and Drug Administration for greater 
regulation Of trie tobacco industry. 

Mant alio aaocttr that direct marketing pro* 
grains lure young smoker* by offering ancil¬ 
lary products that only young people crave, 
such as the leather jackets and beer mugs asso¬ 
ciated with the Camel Cash pro gram. “These 
aren’t item* for the middle-age smoker" he 
said- “The industry knows this as well w trio 
health commissions,” Marti might have also 
mentioned the Solera Soundwave* campaign, 
which targat*d young smokers by offering free 
audiocasserce* end a subscription to a music 
magazine. 

But the companies continue to fend off auch 
criticism ns they seek to maintain and extend 
their customer bate. And direct marketing 
continues to be their medium of choice. Carl¬ 
son believe* the industry will rely on it even 
more in 1995, ai new i**£rierions are placed 
on other forms of advertising ‘'Thcy : ii find 
even more ways of uring direct marketing in 
terms of creative or the hot” she noted, “so 
the way they reach you makes more of an 
impact." 

In 1995, Philip Morris will introduce a new 
Marlboro Country Store promotion. Compa¬ 
ny official* denied it but a call to the compa¬ 
ny's SCO number indicated a new promotion 
would start “soon.” II 
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Source: https://www.industrydocuments.ucsf.edu/docs/fzyn0004 


2045558420 




